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Tämän opinnäytetyön tavoitteena oli tarkastella kuinka elokuvien markkinointi on 
muuttunut viimeisen vuosikymmenen aikana. Työ toteutettiin olemassa olevaan 
aineistoon perustuvana laadullisena tutkimuksena. Tutkimuksessa pyrittiin 
selvittämään miten elokuvien markkinointi on muuttunut viimeisen vuosikymmenen 
aikana ja mitkä tekijät ovat vaikuttaneet muutokseen. Tutkimuksen teoriaosuudessa 
käydään läpi elokuvateollisuuden historiaa ja käytäntöjä, sekä tänä päivänä laajalti 
käytössä olevia markkinointikanavia.  
Tutkimuksen aineistona käytettiin aiheeseen liittyvää, jo olemassa olevaa 
kirjallisuutta, verkkolähteitä, kuten blogeja ja uutisartikkeleja, sekä elokuva-alalla 
työskentelevien ammattilaisten haastatteluja. Tutkimustuloksissa käydään 
esimerkkien kautta läpi kuinka elokuvastudioiden markkinointitiimit ja levittäjät ovat 
ottaneet uusia markkinointikanavia käyttöönsä ja onnistuneet tavoittamaan 
kohdeyleisönsä. Tuloksista käy ilmi kuinka mobiililaitteiden käytön yleistyttyä 
kuluttajien huomion kiinnittäminen on hankalampaa kuin ennen, ja kuinka 
markkinoinnissa käytettävän materiaalin on oltava huomion kiinnittävää ja nopeasti 
sisäistettävää.  
Tuloksista käy myös ilmi kuinka sosiaalisessa mediassa informaatiotulvan seasta 
erottumiseen vaaditaan enemmän, mutta sisältö pystytään kohdentamaan tarkemmin 
oikealle kohderyhmälle. On siis entistä tärkeämpää tietää tarkalleen ketkä kuuluvat 
elokuvan kohdeyleisöön, ja mistä sosiaalisen median kanavista heidät parhaiten 
tavoittaa.  
Avainsanat Elokuva, Markkinointi, Sosiaalinen media, Budjetti, Levittäjä, 
Kohdeyleisö,
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The purpose of this study was to investigate how film marketing has changed in the 
last decade. The study was conducted using a qualitative research based technique. 
It was based on existing material, and empirical study was used to analyse how 
certain films have seized the opportunities presented by an evolving marketing 
landscape and how the marketing and promotional pathways have changed. The 
core aim of the research was to look at the particulars of how film marketing has 
changed over the last decade or so, and what the key factors are that have 
influenced this change.  
In the theoretical part of the study, ideologies and practices behind film marketing 
were examined and some of the common marketing channels that are widely used to 
promote contemporary films were explored. For the research material, existing 
literature, web resources such as blogs and news articles related to the core of my 
topic were used, and professionals working in the film industry were interviewed.  
Through the results of the research examples will be shown of how film studios, 
marketing teams and distributors have implemented new marketing approaches and 
managed to reach their target audiences in a more focussed and effective way. The 
results will also show that as the use of mobile devices have become more 
commonplace, it has become increasingly difficult to get the attention of consumers. 
To get the target audience’s attention, marketing has had to evolve to become more 
attention grabbing, engaging and focussed. The results reflect on how getting 
attention in social media can be more challenging, but the content can be targeted 
more specifically. Today, it is important to know exactly who the target audience of 
the film is, and which social media channels they are using.  
Keywords Film, Marketing, Social media, Budget, Distributor, Target 
Audience
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1. Introduction 
The public projection of early Lumière brothers films in the year 1895 is commonly re-
garded as the breakthrough in motion pictures and the commercialisation of the moving 
image. The brothers were pioneers and created breakthrough technology which sowed 
the seeds for the multi-billion dollar global film industry that exists today. (Pruitt 2014) 
  
Just like the technology that captured these moving images changed over the course 
of 130 years, so too has the marketing and promotion of the films themselves. And, it 
could be argued that the most radical shift in how films are marketed, and brought to 
audiences has occurred since the dawn of the new millennium.
  
This thesis will explore how and why film marketing has changed so dramatically since 
the turn of the century and especially in the last decade. The main research question is 
in the title, how film marketing has changed in the last decade? The thesis is built to 
answer research questions like what are the reasons that caused the changes in film 
marketing? And what are the new ways studios are using when marketing a film? 
  
The research will look into the theories and practices behind film marketing and empiri-
cal study is used to see how certain films have adapted to the change. The research 
will introduce some of the new channels and ways of marketing through case exam-
ples.  
  
In the results, the thesis will investigate how cutting through the information overload 
that exists across the internet to reach target audiences has seen targeted campaigns 
on social media platforms that directly connect with particular film viewing demograph-
ics and how marketing budgets have exploded to at times match the production bud-
gets of the films themselves.
1.1. History of film industry 
The film business has strong roots, and the history goes as far back as the late 1800’s. 
The industry has changed immensely, but the key purpose behind why films are being 
made is still the same, to tell a story and to entertain people. The first steps in the in-
vention of the film industry happened in the late 1880’s with “motion toys” that basically 
tricked the human eye with sequences of fast moving still frames, which created the 
illusion of a moving picture. The first big breakthrough in motion pictures and the com-
mercialisation of the moving image was created by the Lumière brothers in 1895. Their 
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invention was called ‘Cinematographe’, and it was basically the early version of a cam-
era and a projector all in one. It was a long road from the Lumière Brothers to World 
War I, but by then, theatres were already screening propaganda films to the public. Af-
ter the war was over, and the U.S was in cultural boom, Hollywood and the film industry 
as we know it today had begun to grow. By the 1920’s, the film industry had really tak-
en off and there were hundreds of films made each year. This also lead to the glam-
orous reputation of Hollywood as the cultural centre, and film stars became icons of 
admiration. Some of the big film studios of today were established in Hollywood when 
they built their own facilities in the early 1900’s, including Warner Brothers Pictures, 
20th Century Fox and Paramount. The 1930’s was the golden age of Hollywood, and 
marked a memorable change in the industry when sound was added to films. By 
adding sound to the film it took the cinema experience to a whole new level. Around 
the time of World War II, films were being widely used for propaganda and also as ed-
ucational tools. By 1946, after the war had ended, the film industry was doing better 
than ever. New films were being made faster than before, and people went to the 
cinema frequently. There was no stopping the growth of the film industry at this point. 
But the time the 1950’s came and the rise of pop culture brought music and TV’s into 
most American homes. Pop culture started to change the way films were marketed, as 
now there were films that were particularly targeted to the younger audience. After the 
golden age of Hollywood the 1960’s and 70’s were the low years for the film industry 
with studios struggling to make films and get people to go to the cinema. During the 
70’s Hollywood started to lift its head again and filmmakers were being more creative 
and taking risks with filmmaking. Looking back in the history of films, this is the time 
some of the great classic films like Jaws and Star Wars were made, that still after 40 
years inspire new filmmakers. These films spawned the rise and use of special effects, 
and this type of film making has been growing ever since. The use of special effects 
and the need for Hollywood stardom has also made the film budgets rise while other 
production costs and advertising have gotten more expensive as well. (Hale 2014) 
1.2. Film marketing 
In film production the making of the film and the story are important, but just as impor-
tant is how the film is being marketed. Even if the most amazing film was made and 
screening in the cinema, it still doesn’t guarantee that people will go see the film if they 
are not aware of it. This is where film marketing comes in and plays a very important 
role. Knowing who the target audience is, and being able to identify them and create an 
engaging marketing campaign will build interest towards the film and drive these peo-
ple to the cinemas. When you have a well targeted fan base who go see a film and en-
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joy it, they will most likely spread the word and keep the positive word-of-mouth going. 
(Film Marketing)
Film marketing for each film is different. Every film released has to be marketed as a 
“new product” and introduced to the right audience in a way that catches that specific 
groups attention. Depending on the category of the film and the target audience the 
marketing channels and tactics can vary a lot. (Marich 2013, 8)
A films theatrical release window has gotten shorter over time which means that films 
may only be running six to eight weeks in the cinemas, so the films marketing cam-
paign has to be effective and get the target audience's attention to get them into the 
cinema quickly. The opening weekend, which is the first weekend that the film is show-
ing in theatres, is extremely important and can almost make or break the film. Usually it 
is really hard for films to recover from a bad opening weekend and climb to success 
after that. (Marich 2013, 4-5)
1.3. Keywords 
Micro and low budget films 
There are different opinions as to what counts as a low budget film and where the line 
should go to define between micro-budget, low-budget and commercial film. The pro-
duction costs also vary a lot depending on the country where the film is made and fi-
nanced. A report about low and micro-budget film production in the UK, created for The 
UK Film Council in 2008, defines films roughly in three categories by their budget; no-
budget films 0 – 50,000 GBP, micro-budget 50,000 – 250,000 GBP and low-budget 
from 250,000 to 1 million GBP. (Low and Micro-Budget Film Production in the UK 2008, 
9)
 
In the Irish Film Boards’ (IFB) document about IFB Approach to difficult and low-budget 
films, it is stated that feature films made in Ireland should have at least 3 million EUR 
budget to pay all the crew a full rate. This budget also includes all production costs etc. 
So according to IFB, and the State Aid rules in Ireland, films made with a budget under 
3 million EUR can be considered as a low-budget film. (IFB Approach to Difficult and 
low-budget Films 2016, 3) 
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Distributor 
Distributors are companies who purchase, promote and release films. The distribution 
companies work together with the filmmakers, producers, publicists, sales agents, cin-
emas and many more. They acquire the films and negotiate who shows the film, and 
for what period of time, what kind of release plan will be set and overall marketing plan. 
It is one of their main objectives to make sure the film makes profit. (Distributor 2017) 
Independent films (indie films) 
Independent film can be defined in many ways. The founder of Raindance film festival 
and British Independent film awards, Elliot Grove, wrote on the Raindance website’s 
blog that independent film is more about the state of mind or the state of your soul, 
than the state of your budget. (Grove 2014)
 
Usually in everyday meaning independent film is most likely lower budget film that is 
not made with the big Hollywood studios. 
IMDb 
Internet Movie Database, better known as IMDb, is the most used online database for 
film and TV. People can find information about over 4 million films, TV shows etc, and 
profiles of over 8 million cast and crew members. (About IMDb) 
Video on Demand (VoD) 
Video on Demand, often shortened as VoD, is a system for watching video content. 
Most video on demand systems have a wide range of TV shows, films and documen-
taries that are available for the user to watch anytime on their computer or mobile de-
vice. (What is Video on Demand) 
Billion 
In this thesis use of the figure billion is based on the American meaning of the word, so 
it equals thousand million (1,000,000,000). 
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2. Film marketing 
2.1. Changes in film marketing 
The traditional marketing channels like television, print and radio are effective when 
advertising for masses but it is more challenging when the target audience is niche. 
Online marketing has opened a whole new door for more cost effective way of market-
ing for targeted audiences.  (Meerman 2015. 34,35) 
With the rise of online marketing, and even more with social media marketing, the field 
is changing all the time, and film distributors and marketing teams need to be on top of 
what is the currently the best channel for marketing their film. In the early 2000’s online 
marketing was starting to get more attention and it was seen to provide new opportuni-
ties. Back then, the biggest social media platform was MySpace, which has since been 
mostly forgotten and replaced by new social media channels like Facebook and Twitter. 
Around the millennium it was quite common that films had their own websites, but to-
day there are so many other online platforms that can offer the same information as the 
film’s own website would, this means it is not as necessary anymore to build a speci-
fied website for each film. (Thilk 2017)
  
Social media has brought new advantages for film marketing. Not to mention the re-
duced costs it offers comparing to TV or print ads. Through social media channels, stu-
dios can start engaging fans earlier and get them involved in the marketing process by 
communicating with them. It is not unseen anymore that the marketing of a film starts 
as early as a year before the release date. (Leimkuehler 2013)
  
Google and Neustar MarketShare conducted a two year long case study to see what 
are the best channels for marketing PG-13 action films, which are films that have 
parental guidance suggested for under 13 year olds. The study looked into the 26 big-
gest action films produced in America during that two year gap and measured through 
these films which marketing channels would be the most cost effective, by comparing 
the money spent on advertising and the profit gained from the cinema ticket sales.  The 
countries the study was focused on were The U.S, U.K, Australia, France, Germany 
and Brazil. On average American film studios spend around 30 million USD for their 
PG-13 action films marketing campaigns. Average of 82% of the budget is usually 
spent on TV advertising, and only 10% goes to digital channels. The results of the case 
study showed that 64% of the revenue generated from the ticket sales was tracked 
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back to TV advertising, yet digital marketing was three times more effective than TV. 
(Google Case Study) 
2.2. How film marketing budgets have changed 
Budgets in the film industry have been on the rise in the last decade and the changes 
can also be seen in film marketing. The marketing budgets for films have noticeably 
increased even since 2010. Around that time the common marketing budget for studio 
film was roughly 70% of the production budget, so if film was made with a budget of 
100 million USD, they would’ve spent 70 million USD to market the film. Today the 
numbers have almost changed places and many studios are spending more money on 
marketing the films than actually on the production. Since around 2010 there has been 
a growing number of low-budget horror films made with under 5 million USD budgets, 
like Insidious, Sinister and You’re Next. All these films spent over four times the produc-
tion cost on their marketing. (Shankar 2014) 
If we look at how film marketing budgets have changed in the last couple of decades, 
the change is noticeable. In the 80’s the average marketing budget for a studio film was 
4.3 million USD, which nowadays would mean around 12.4 million USD. (McClintock 
2014) 
In an article from Los Angeles Times from 1995, Times movie editor Claudia Eller was 
already writing about how film marketing budgets were growing, and people felt the 
budgets were getting out of hand. Back in 1993 the average budget for studios to 
spend on film marketing was 14 million USD, and by 1994 it had gone up to 16.1 mil-
lion USD. At that time the average cost of film production and marketing together was 
around 50 million USD. (Eller 1995)
2.3. Changing distribution 
Video on demand platforms have grown rapidly in the last ten years offering different 
viewing models for the users to choose from, and also giving filmmakers an easier 
route to get their films in front of an audience. There are three main types of video on 
demand platform: transactional, subscription and ad supported video on demand. With 
transactional video on demand platforms, like iTunes, the user can choose what film 
they want to watch and only pay for that. So each film is individually priced, and you 
only pay for what you watch. With Subscription video on demand platforms, like Netflix 
and Amazon Prime, users usually pay a monthly fee, which gives them advertisement 
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free access to all the content available on the platform. The free of charge version of 
video on demand platforms are usually ad-supported systems, like YouTube. So view-
ers can watch as much content as they would like to, but they will be shown advertise-
ments every once in a while. (Koehler) 
2.4. AIDA concept 
One of the most used concepts in marketing is the AIDA concept. It can be used as the 
backbone when planning a marketing campaign. The acronym stands for Attention, 
Desire, Interest and Action, which are the basic steps for attracting new customers. The 
first step of the AIDA concept is attention, getting the customer to notice the advertise-
ment or to become aware of the product in some other way. Once the customers atten-
tion has been gained, the next step is to get them engaged and to hold their interest by 
introducing the product. After the customers attention and interest has been caught, 
comes the desire stage, where the product is explained deeper and preparing the cus-
tomer for the action stage. In the last section of the AIDA concept the goal is to get the 
customer to make the action of purchasing the product. The three main things to focus 
on when using the AIDA concept is to focus on the message content, structure and 
format. (Verma  2016, 76-77) 
2.5. Defining target audience 
What determines whether a film is a success or not is the audience. Each film has its 
own personalised target audience, who the film is primarily marketed to. When deter-
mining the target audience for a film, the marketers can use previously released films 
as references to see how similar films did in cinemas. This way they can plan their 
strategies and campaigns better and avoid making similar mistakes others have al-
ready made. The target audience depends a lot on the genre of the film, and by win-
ning the identified target audience on your side, they will reach a wider audience for the 
film by positive word of mouth. (Kerrigan, Fraser & Özbilgin 2004, 36-37) 
To identify the specific target audience, dividing the market into larger segments, and 
the segments again into target groups helps to perceive the whole audience. When the 
customers have been divided into different segments and groups, it is easier to cus-
tomise the marketing campaigns to the desired target audience. (Karunakaran 2008, 
390-391) 
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2.6. Crowdfunding 
Crowdfunding is a modern way of fundraising and building awareness. It offers a con-
venient way to start promoting and building fanbase in earlier stages of productions. 
There is a large number of crowdfunding websites, of which the best known ones 
would be Kickstarter and Indiegogo. On these websites, anyone can look for financing 
for their projects. People can for example tell about their film idea and offer some sort 
of reward for individuals who are interested in investing money in to helping make the 
film happen. The donation can be anything from 10 to 100 USD or even more, depend-
ing on the project. The reward can also be almost anything from film merchandise to 
your name in the credits or a visit to the film set. (The Basics of Crowdfunding)
 
When creating a successful crowdfunding campaign, it is important to focus on the sto-
ry. The campaign has to be able to convince individuals to invest some of their hard 
earned money to a project they only know the basics about. Adding a video that brings 
out personality and shows enthusiasm towards the project can be better way to intro-
duce the project than just written words to convincing people to believe in your ambi-
tion. (Clifford 2013) 
2.7. Social media marketing 
The definition social media can be quite broad, and it can be used to describe various 
online channels and platforms. Most commonly, people use social media as a synonym 
for social networking, even though social networking is it’s own part of social media. In 
everyday use social media is seen as online platforms where users can communicate 
with each other by sharing and creating content such as text, pictures or videos. (Na-
tions 2018)
  
The Oxford Dictionary explains social media in very short and simple terms as “Web-
sites and applications that enable users to create and share content or to participate in 
social networking.” (Oxford Dictionary) 
Social media has become a powerful tool in marketing, especially in the film industry.  It 
has made targeting the right audience easier, and allows the marketers to target peo-
ple based on their demographics, location or interests. The audience can be targeted 
based on for example the hashtags they use or the groups and categories they follow 
or like on social media, whether it is sci-fi or jazz music, the marketers can pick up the 
similar interests and target the marketing directly to these people. Through social me-
dia it is now easier to reach more people with less effort if you have interesting enough 
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material. When people see something that catches their attention, whether it’s scary or 
funny or whatever the reason might be, they like to share it with their friends and fol-
lowers. The average Facebook user for example has 338 friends, so when people start 
sharing a trailer or an interesting video about a film, there is a good chance for it to go 
viral quickly, like when the trailer for the film Star Wars: The Force Awakens was re-
leased, it took only 23 minutes for it to have over 1 million views. (Kirby 2016) 
The trends in which social media channels are the most popular ones are changing as 
the trends change everywhere else, but often the main three social networking chan-
nels mentioned are Facebook, Twitter and Instagram. Next is a short introduction to 
these three and a few other social media channels that have become worthy platforms 
for film marketing. (Thérond 2017) 
Facebook 
Facebook was founded in 2004 by Mark Zuckerberg, who originally invented it for Har-
vard students to connect with each other. After its launch Facebook quickly spread to 
other universities in America, and by 2006 it had expanded for anyone to join. Creating 
an account and using Facebook is free for the users, and it makes its profits by selling 
advertising space. The main function of Facebook is to connect online with friends or 
other Facebook users. It is based around “friends”, so anyone can send a friend re-
quest to another user and when accepted the two users become Facebook friends and 
they can see each others posts. Users can share media like pictures, videos and 
comments on their own profile wall, or post something on their friends walls or send 
them privately in the messenger system. This makes Facebook a fitting social media 
channel for marketing, as it is so easy and quick to share content with others and en-
gage in conversations. The users can also modify the privacy settings, and hide the 
account and all posts from everyone else but the people they’ve accepted as their 
friends. On Facebook people can connect with others with the same interests as them 
by “liking” a page of a sports team or a film for example. (Explained: What is Face-
book?) 
Facebook is the most commonly used social media platform across the world with 
more than two billion active users every month. (Statista 2018)  
Facebook has it’s own guide that helps marketers to target the right audience and learn 
more about their behaviour. From the Facebook Audience Insights companies can get 
anonymous data and trends including demographics, users locations and languages, 
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what sort of pages they like and how often and on what device the users log onto 
Facebook. (Audience Insights  2014) 
Twitter 
Twitter is an online social networking platform, where users can share thoughts, com-
ments, pictures and links publicly, directly one to another or privately. What differenti-
ates Twitter from most social media platforms is, that each comment or post, also 
known as micro blogs or tweets, used to be maximum of 140 characters. (Thomases 
2010, 4) In 2017 Twitter doubled the amount of characters allowed per tweet, so at the 
moment each post can be 280 characters long. (Sulleyman 2017) 
Twitter has been growing it’s position as the social media platform for TV and film in-
dustry to share their thoughts and news, and for the regular cinema goers to discuss 
and review films. In the online study conducted by Twitter and Nielsen in 2015, the re-
sults showed a connection between Twitter users and active cinema goers. In the study 
cinema goers are described as people between the ages 13-54, who have gone to the 
cinema at least once in the last six months. According to the results, Twitter users go to 
the cinema 25% more that other cinema goers, and are 87% more likely to go to the 
cinema to watch a film in the first ten days it’s out. Active Twitter users can be seen as 
key influencers, as in the study 87% of people using Twitter admitted that when choos-
ing a film to see in a cinema, tweets influenced their decision. From the Twitter users in 
the study, almost 40% had posted a tweet about a film, and 32% retweeted someone 
else’s tweet about a film. The research also showed that every fourth moviegoing Twit-
ter user is aware of and does notice films marketing about a month before the film is 
released. Sharing the films trailer and having a Q&A with the actors got about half of 
Twitter users attention and they will most likely take part on future Q&A’s. For the active 
Twitter users and film fans, being able to communicate in real time with the actors is an 
engaging experience. (JenP 2015) 
Instagram 
Instagram is a social media application for mobile, where users can share pictures and 
videos with others. The application was first launched in 2010, and was a great suc-
cess from the start. The success kept on going and in 2012, when Facebook bought 
Instagram for 1 billion USD, the application was downloaded more than million times 
every day. Instagram users can take pictures through the application, or use photos 
from the mobile device. It allows users to edit the pictures before sharing them, and it 
has a number of different filters that can be applied on the picture. (Britton 2015, 18-19) 
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Businesses can have their own Instagram account to share pictures and videos like 
other users, and attach suitable hashtags to improve the visibility of the posts. It is also 
possible to have paid advertisements on Instagram to reach wider audience. For being 
able to promote the posts, the account needs to be set up as a business profile. (Insta-
gram 2018) 
Snapchat 
Snapchat is a mobile only application, that allows users to send picture or video mes-
sages edited with filters, text, emojis or self drawn add ons. The messages sent are 
only visible for 1-10 seconds, depending on how long the sender sets it to be. (Britton 
2015, 231-232) 
Advertisers in Snapchat can choose their audience from the predefined audience lists, 
or choose the best fitting demographics and interests to build their own custom audi-
ence. Original and creative way of advertising in Snapchat is to create your own filter 
that the users can have fun with and share with their friends and followers. (Snapchat) 
YouTube 
YouTube is an online video platform, founded in 2005. It started as a personal video 
sharing system, but has since developed into more like a video search engine. (Jarboe 
2011, 3)  
With more than a billion users, a billion hours of video is watched from YouTube every 
day, and over half of them are viewed on a mobile device. Today more 18-49 year olds 
are reached by YouTube than any of the cable networks in the US. (YouTube in Num-
bers) 
Businesses can advertise on YouTube with TrueView in-stream ads, that are shown to 
YouTube viewers before the videos they chose to watch. These types of ads are possi-
ble to skip by the viewer and go straight to the video. TrueView discovery ads can be 
placed on the related videos, on the search results or the home page. YouTube also 
offers a mobile friendly versions that are 6 second long bumper ads that can be used to 
get the viewers attention with a short video. All these ads can be targeted to specific 
audience based on their interests, demographics or location. (YouTube Advertising) 
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Tinder 
Dating application Tinder has created a place as one of the main social media ap-
plications used every day. The app is designed to be as simple as a dating app can be. 
Users see pictures of other Tinder users in a certain radius around them, and by swip-
ing the picture right you’re saying you’re interested and by swiping left you’re not inter-
ested. When two users have both swept each others pictures right, meaning they are 
interested, they become a “match” and can start chatting with each other. (Britton 2015, 
79) 
Reddit 
Reddit is a social media platform where users can share content like stories, news, pic-
tures or videos and comment on content others have shared. It is the fourth most visit-
ed website in the United States with more than 330 Million monthly users who engage 
with each other by sharing comments and taking part of discussions. (About Reddit) 
2.8. Earned media 
Accustomization of internet and social media has made it easier for companies to gain 
earned media. This means publicity that comes from a third party. So promotion that is 
not been paid or owned by the company can be earned media. If a consumer writes a 
blog post about a product they used it counts as earned media, but if the company it-
self writes a blog post to the company website it is seen as owned media or if the com-
pany pays an influencer to write about the company’s product it is paid media. Through 
social media it has become easy for consumers to share their thoughts about compa-
nies and their products and this way bring them more publicity. (Kolowich 2017) 
2.9. Teaser & trailer 
Teasers and trailers are short promotional videos made to introduce a film to a wider 
audience and for this reason play a big role in film marketing. Teasers and trailers 
shouldn't give away too much about the film, but enough to arouse interest in the view-
er to go see the full length film. A shorter teaser is usually released before the full 
length trailer and gives away less. Teasers usually establish the tone of the film without 
overly introducing the characters or the setting. Trailers usually reveal more of the tone 
of the film, whether it's a comedy or a horror film. After watching a trailer the viewer 
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would usually be able to tell roughly where the film is set and who are the main charac-
ters. (Goodman 2013) 
2.10. Event marketing 
Marketing events offer a live multi-media way of introducing the product to an audience 
in an innovative and personalised way. They do require extensive amounts of planning 
and organising, but they give the marketer a different route for promoting the product 
by creating a live experience for the audience. When consumers are constantly bom-
barded with advertising, an event can be a refreshing and more engaging way of build-
ing awareness of the product. Marketing events work well for re-launching a product or 
bringing out a new variations. With an event the marketers can collect valuable infor-
mation about their target audience and focus the target group better. It also offers an 
possibility to test marketing and improve the campaigns. (Karunakaran 2008, 386-387) 
2.11. Viral marketing 
Viral marketing can be a vague idea, but in the simplest terms it is an online marketing 
technique that inspires web users to share the marketing message they saw, with oth-
ers. Most marketers, if not all, wish for their campaign to go viral, as it catches like a 
real life virus and spreads by replicating. With viral marketing the campaign will reach 
a much wider audience than the original target group. In the beginning of viral market-
ing it was mostly users recommending something to others, like in the online shopping 
website amazon.com, when a user was reviewing a book a pop up would show up en-
couraging the user to recommend that book to a friend. With the pop up the user only 
needed to fill out friends name and email with a short message and the friend would 
receive a recommendation of the book with a link where to purchase it. Marketing that 
is done this way is more effective when the message is received from a friend or ac-
quaintance instead of a somewhat personalised advertisement sent by the company 
itself. Most of the marketing campaigns that have gone viral are either entertainment, 
humanitarian or product offer related. Entertainment based marketing messages get 
passed on to friends easily when it makes the recipient laugh, whether it is a funny pic-
ture or a short video. Humanitarian messages like petitions or fund raisers are also 
shared often, but these are more dependent on the cause. Other kind of messages that 
are frequently passed on are deals and contests, whether it is something is being given 
out for free, coupons, competitions or other offers the message will travel. (Sweeney, 
MacLellan & Dorey 2006, 66,67) 
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Launching a viral marketing campaign might look easy and seem tempting in it’s cost 
effectiveness and wider audience reach with less work, but getting it right is not an 
easy task. When planning a marketing campaign the marketers will never know how it 
will be received, with viral campaign in mind it is even harder, basically impossible to 
know how it will do. (Marketing Sherpa ,5) 
3. Research methods 
The study was conducted by using a qualitative research technique, based on existing 
material including literature, web resources such as blogs and news articles related to 
the core of the topic, and interview with a professional working in the film industry.  
Qualitative research method is often used with convoluted studies as it focuses more 
on how people associate different events, advertising or marketing. It is useful when 
detecting patterns or similarities recurring in certain contexts. For qualitative research 
multiple methods can be used to collect the data. (Silver, Stevens, Wrenn & Loudon 
2013, 56-58) 
A qualitative research method was chosen as there are no official rulebooks or specific 
guidelines about how film marketing should be done. Empirical study was used to an-
alyse how certain films have seized the opportunities presented by an evolving market-
ing landscape and how the marketing and promotional pathways have changed.  
For the qualitative research, professional editor working in the film industry was inter-
viewed. The first part of the interview with editor Colin Campbell was held face to face 
in non formal context and followed up by an email interview.  
The idea to use this type of interview method came from Max Travers’ book Qualitative 
Research Through Case Study. (Travers 2001 ,3) In the book Travers writes how it is 
an efficient way to learn about a person or a topic by talking about the interviewee’s 
day-to-day tasks, (which in this case was editing, and exactly what needed to be dis-
cussed), and by asking open ended questions in a follow up interview. This method 
brought valuable and original data for the research. 
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4. Research materials and results 
Through this research, similarities started to rise between campaigns done for very dif-
ferent films, so only a few examples were chosen and they were reviewed more in 
depth. 
4.1. Marketing time 
While film studios are starting to create a buzz about their upcoming films as early as 
possible, video on demand platform Netflix seems to go the other way. In 2016 rumours 
started to circle that a new film for the Cloverfield film franchise had been filmed, but no 
news was published and no official release dates were given. There were whispers of 
possible release dates, but nothing was released on these days. After some time the 
rumours were spreading that the film studio Paramount wasn’t happy with the film, and 
Netflix’s name started to emerge in the rumours around the same time. Finally, during a 
commercial break at the 2018 Super Bowl, a high profile American football champi-
onship, Netflix released a 30 second video announcing that the new Cloverfield Para-
dox film will be available on Netflix right after the football game. Netflix has previously 
hinted that reducing the marketing time would be something that they are considering. 
By not advertising a film for months or weeks, and instead just releasing an ad maybe 
days or hour earlier creates a different awareness and momentum around the release. 
(Thilk 2018) 
4.2. Film distribution 
As film marketing has changed, so has the film industry as a whole. The distribution of 
films has seen extensive changes in the last decade. Previously, films had their theatri-
cal release in the cinemas, and usually after around 17 weeks they would be released 
on home video or video on demand. In 2010 Tim Burton’s film Alice in Wonderland 
challenged the release window. Walt Disney Studios wanted to release the film for DVD 
distribution after the film had been in theatres for 12 weeks, instead of the normal 17 
weeks. The theatre owners have always tried to fight against making the release win-
dow any shorter as they would see it might affect negatively on their profits. This was 
still a legitimate concern probably until the early 2000’s, but as times have changed 
and viewers expectations are changing, they’ve become more demanding. The viewers 
want the films to be available as soon as possible, and if they cannot find it from the 
official sources, it is convenient for them to go online to find an illegal pirated version 
that may be available. After Alice in Wonderland brought up the topic of the release 
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window system and made the move to bring it closer to the digital age, lots more have 
followed suit. It is no longer rare for films to be released for home video or video on 
demand platforms whilst they’re still screening in the cinema. Prime examples of films 
that challenged the release window include Veronica Mars, which was released in cin-
emas and digital platforms at the same time, and Lars Von Trier’s film Nymphomaniac 
then turned things around completely when it was released on a video on demand sys-
tem before it had it’s cinema release. (Koehler) 
A proper change towards the digital age in release windows was made in 2014 when 
the film studio The Weinstein company decided to release the film Snowpiercer on 
video on demand after it had been in the cinemas for only two weeks. This was the first 
time a commercial film, with Hollywood actors, had it’s digital video on demand release 
so quickly after theatrical release. The video on demand release of Snowpiercer made 
2 million USD in the first week, which was the highest Weinstein co.’s RADiUS had 
ever made in that short period of time. (Brueggemann & Thompson 2015) 
4.2.1. Distribution company A24 
Previously distribution companies have been seen as something in the background, 
and customers never paid any special attention to them. They were just the machine in 
the shadows that got the films released and made sure that people knew which films 
were out and went to the cinema to see them. In the middle 2010’s there were increas-
ing numbers of films released with distribution company A24’s logo in their opening 
credits. For a small distribution company this was a big achievement, and they’ve 
grown a reputation for themselves in the last five years. A24 is now known for their in-
teresting film releases and their distinctive and witty personality as a company. Their 
marketing campaigns for the films are innovative and not afraid to take risks, like the 
Tinder campaign for the film Ex Machina, for which they created a dating profile for the 
artificial intelligence character that is in the film. A24 has also used creative guerrilla 
marketing tactics, that are usually more unconventional and made with smaller bud-
gets. In the Academy Awards in 2016 A24 had seven Oscar nominations, of which they 
won three and the next year Moonlight, the first of the A24’s original productions won 
the Oscar for best picture. (Baron 2017) 
A good example of A24’s creative marketing campaigns happened in 2017 when they 
released a film called Good Time, starring Robert Pattinson and Ben Safdie. The film is 
set in New York, so the creatives in A24 decided to promote home release of the film in 
New York by sending out almost 3,000 promotional pizza boxes to pizzerias around 
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New York. These pizza boxes had Pattinson’s and Safdie’s faces on them and a text 
that said “You’re gonna have a Good Time”. (Monllos 2017) 
4.3. Crowdfunding 
4.3.1. Iron Sky 2 
The film Iron Sky 2: The Coming Race raised over 650,000 USD through Indiegogo’s 
crowdfunding website. They offered perks for the people who were interested in invest-
ing in the film starting from as low as 10 USD which gave the investor the first Iron Sky 
films ‘Dictator’s cut’ on video on demand. These types of perks were running up to in-
vestments of 75 USD which bought the investor either a gala premiere in Helsinki or 
Berlin or Iron Sky the Coming Race special edition Blu-ray. (Vuorensola 2015) 
 
Iron Sky also engaged fans by recruiting them to be extras in the film in exchange of 
investments starting from 200 USD up to 5,000 USD. So instead of paying extra actors 
to be in the film, the production of Iron Sky got fans to invest in the film and and as a 
reward they got to be part of actually making the film. These perks brought in almost 
150,000 USD for the campaign, and offered an unforgettable experience for the fans to 
be featured as an extra in the film. The roles varied between a background citizen of 
the moon base up to a role where you get eaten by a dinosaur. (Rosser 2015) 
4.3.2. Kung Fury 
Swedish director David Sandberg started a kickstarter campaign for his 1980’s inspired 
martial arts film Kung Fury to create awareness about the film and to get funding to fin-
ish the film. Sandberg had a goal of 200,000 USD to finish a 30 minute long film that 
was going to be released online for free so that everyone could watch it. Most of the 
film was already shot when they started the Kickstarter campaign. Kung Fury is mainly 
shot in front of a green screen, which allows the filmmakers to digitally fill in the back-
ground later. This is where they needed the Kickstarter money, for the post-production 
and hiring seven visual effects artists to work with Sandberg on creating the environ-
ments in the film. The highest investment Sandberg had set up was for 10,000 USD 
which gave the funder a proper role as the main character Kung Fury’s ex police part-
ner in the film. With the role the person got his name in the posters and credits of the 
film plus travel and accommodation covered during the shoot and for the premiere of 
the film. Within the first 24 hours of the Kickstarter campaign, Sandberg had reached 
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his goal of 200,000 USD and by the end of the campaign Kung Fury raised 630,000 
USD and had 17,713 supporters. (Kung Fury 2013) 
 
The Kung Fury team kept their fans and supporters truly engaged and kept an ongoing 
conversation with them in social media sites like Facebook and Instagram. They pub-
lished fan art on their social media sites and this way brought the fans to the inner cir-
cle of creating content to the pages. David Sandberg’s AMA (Ask Me Anything) session 
on Reddit turned out to be very successful for increasing awareness about the film. 
These AMA sessions get a lot of followers and is a great way to reach people outside 
the film’s target audience. (Haridas 2015) 
 
Before the premiere Sandberg had an idea to make a music video to promote the film. 
And as the film has a strong 80’s theme in it, Sandberg tried his luck and asked if David 
Hasselhoff, a well known actor and singer who became famous in 80’s TV shows, 
would watch the trailer and see what he thought. Kung Fury made an impression on 
Hasselhoff and he agreed to fly to Sweden to make the music video for the film. This 
gave a great boost to the marketing of Kung Fury. To this day, the music video “True 
Survivor” has been watched over 30 million times on YouTube. As the film doesn’t have 
any big name actors, it was a great way to get a big international name like Hasselhoff 
to be part of the marketing to boost the visibility and make the viral hit spread to an 
even wider audience. (Laporte 2015a) 
4.4. Social media 
4.4.1. Facebook 
Facebook has offered a convenient way for studios to reach their target audience and 
engage cinema goers with creative content and measurable results. It has made mar-
keting more effective in many ways. With Facebook, studios can introduce films to the 
audience earlier, and target the advertisements better. The Film studio Sony Pictures 
used to spend only about 10% of their marketing budgets on online marketing, but in 
the last two years the number has risen to be closer to 50%. As one of the biggest Hol-
lywood studios, Sony wants to keep up to date, and to make sure they are getting the 
best results possible by testing their ads effectiveness and personalising them for the 
right audiences. Sony Pictures was first of the film studios to have paid advertisements 
on Instagram, to advertise full trailer on Facebook and amongst the first ones to buy 
ads on Facebook’s messenger. (Kapko 2017) 
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4.4.2. Instagram 
A film that managed to use Instagram cleverly in their marketing campaign was Zo-
olander 2,  the sequel to the 2001 released comedy film about two male models. The 
film’s director and producer Ben Stiller, who also stars in the film, started the films mar-
keting campaign on his own Instagram account by sharing nine pieces of a picture, that 
when all seen together created a stylised image of his character, Derek Zoolander with 
a husky dog. During the marketing of the film, Ben Stiller stayed in character while he 
was interviewed or photographed for some of the promotional purposes. He was fea-
tured on the cover of Vogue magazine as Derek Zoolander with Penelope Cruz, while 
wearing the fictional models dazzling outfits. The magazine cover itself was an amaz-
ing part of the marketing campaign and widened the audience reached, but it also 
came with pictures shared on Vogue’s Instagram account featuring hashtags connect-
ed to the film. With numerous celebrities taking part in the marketing campaign, Zo-
olander 2 reached millions and millions of Instagram users through the followers of the 
stars like singers Justin Bieber and Katy Perry and actress model Cara Delevingne. 
The sequel was made 15 years after the first Zoolander film was released. Stiller 
recognised the potential for connecting the fashion filled film into the world of social 
media today. Instagram was a good fit for the film set in fashion industry to share the 
characters outfit pictures and other fashion partnerships promotional pictures and 
videos. (Riley-Adams 2016) 
4.4.3. Snapchat 
In the start of the 2010’s some social media channels such as Snapchat weren’t seen 
as that relevant for film marketing, but has since proven their spot in the marketing mix. 
The marketing team of Pitch Perfect 2 made a conscious choice on focusing their mar-
keting to the digital channels. The main cast in the film are mostly millennials, so they 
are familiar with social media and they have established a very strong follower group in 
their social media accounts. During the film shoot, Hailee Steinfeld and a few other 
cast members, were given a phone and the responsibility to update the films Snapchat. 
So Universal already started the marketing of the film while they were still filming and 
got over 300,000 followers on Snapchat. Universal decided to also have some paid ad-
vertisements on Snapchat and made the premiere, as Michael Moses, Universal’s co-
president of worldwide marketing, said, “the most social premiere of all time”. With this, 
Moses refers to how much social media, especially Snapchat, visibility they received 
for the premiere. They had the cast of a TV show called Pretty Little Liars to snapchat 
from the premiere to their impressive 1.4 million followers on Snapchat. To make sure 
to get the most out of the marketing, Universal created a geofilter together with 
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Snapchat for the premiere, so that the fans could also engage by sharing pictures and 
videos with the Pitch Perfect tag on them to their followers. (Laporte 2015b) 
As previously mentioned, Sony Pictures have been amongst the first ones to jump on 
trying the new ways of marketing made possible by social media, so it is not a surprise 
that Sony’s thriller Don’t Breathe was the first film to create Snapchat’s 360 video ad in 
2017. It wasn’t an official feature by Snapchat, so Sony worked together with a compa-
ny called AvatarLabs to make it possible. In the film three friends break into old blind 
man’s house intending to rob him, but end up locked in the house fighting to get out 
alive. Using this premise, Sony worked together with AvatarLabs to create a new 360 
video showing the world of the film. In this video the viewer could see 360 degrees 
around them by turning right or left or looking up or down. With the 360 video of Don’t 
Breathe the viewer could also move forward and read extra material and open pictures 
in the video. To make it reflect the film, the video is really dark and claustrophobic, and 
made to feel like the viewer is in the house with the thieves. The video was a great way 
to interactively introduce the premise and characters to the viewer and to encourage 
them to go to cinema to see the full film. (Roderick 2016) 
4.4.4. YouTube 
In the past, it may have been enough to just release the film’s trailer online and get on 
with other traditional parts of the marketing campaign. With online video platforms like 
YouTube it has become easier to target the right kind of audience to whom the trailers 
are shown as ads. 20th Century Fox tried a new approach in the U.K late 2017 with 
their film The Greatest Showman. They wanted to try out video remarketing, and see 
how well it could be used in the film industry. (Haller 2018) Remarketing on YouTube is 
based on the content the viewer has previously watched, so the following advertise-
ments can be targeted more specifically. (About Remarketing to YouTube Viewers) The 
film had it’s cinema release in December, which can be a tricky time to get people’s at-
tention away from their busy schedules and the overflowing level of Christmas adver-
tisements. With YouTube video ads Fox did split testing with three different versions of 
the trailer, meaning that they had three versions of the trailer showing to YouTube 
users. The aim was to see which one got the best reactions, measured by how long 
people watched the video before skipping the ad and how many actually finished 
watching the trailer. The best performing trailer became the “anchor” video for the cam-
paign, and depending on how the viewer reacted to the ad, the next ad shown to them 
was based on this. Viewers who finished watching the trailer, were offered behind the 
scenes material from the film and later were given a reminder to go see the film in the 
cinema. For those who skipped the trailer ad in the first place, they were shown a 
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shorter ad focused more on a subplot of the film. The results of the campaign were 
great, people were watching the trailers and other materials increasing the awareness 
about the film and the organic searches, so people typing “The Greatest Showman” on 
Google search rose 157%. With these results Fox will be exploring the same type of 
campaigns for other upcoming film releases. (Haller 2018) 
In the last decade, and especially in the last couple of years, YouTubers, who are peo-
ple who create and share videos on YouTube, have got more and more popular and 
they have become an important online influencer group. In Seamus O’Reilly’s article in 
the Irish Times, he uses Marvel Studio’s latest comic book film Avengers: Infinity War 
as an example how in only hours after releasing the films trailer, there were thousands 
of YouTubers sharing their reaction videos. In these videos the YouTubers are record-
ing their own reactions while watching videos, in this case, film trailers. So in this way 
YouTubers, especially the more popular ones with millions of followers, have become 
the new unofficial film critics and influencers. (O’Reilly 2017) 
4.4.5. Tinder 
In the recent years when film marketing in social media has become more common, a 
sci-fi film called Ex Machina created a innovative campaign using the dating application 
Tinder. The film is about an artificial intelligence being called Ava, so the marketing 
team set up a Tinder account for the A.I character using the actor, Alicia Vikander’s, 
real life picture. The account was published at South by Southwest film festival, where 
the film had its premiere. People who were a match with Ava on Tinder and ended up 
having a chat with her, actually ended up chatting to a bot that was asking questions 
like “have you ever been in love?” or “what makes you a human?”, questions trying to 
understand what it is like to be a human. After chatting for a while, Ava would ask the 
other person to check out her Instagram, tying another social media channel to the 
campaign. On her Instagram account, it became clear that she was not real as there 
was only two posts, a picture and a video promoting the film and a link to the film’s 
website. (Nudd 2015) 
4.4.6. #StraightOutta 
In 2015 Universal Studios released Straight Outta Compton, a biography film about the 
N.W.A hip hop group and how they changed the whole hip hop culture in the 80’s. This 
was not the easiest set up to sell a film for the mainstream audience, especially when 
the film didn’t have Hollywood stars in it to drive people into the theatres. The two best 
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known rappers from the original N.W.A, Dr.Dre and Ice Cube, agreed to do an adver-
tisement clip for the film where they were driving in Compton, a southern city in Los 
Angeles where the group was from, and talking about their pasts. The clip and the trail-
er for the film were well received, but Universal Studios wanted to do something more. 
They put their heads together with Beats By Dre, an electronics company co-founded 
by Dr.Dre, which was a partner on the film and came up with a meme for the film. 
Memes can be any type of media concept that usually has the possibility of going viral 
quickly, in this case with the meme generator people could make customised Straight 
Outta x logos where they’ve inserted their own home towns name on the films logo. 
The meme turned out to be a great hit and it was used over 6 million times, with 
#straightoutta hashtag spreading around Facebook, Twitter and Instagram. Inspired by 
this Universal created a geofilter with Snapchat, which again was used 9 million times, 
which means that around 200 million people in total saw it. (Laporte 2015) 
4.5. Teaser & trailer 
Irish editor Colin Campbell, who edits trailers and promos for Irish feature films ex-
plained in the interview that he is mostly commissioned by distribution companies but 
occasionally he is also hired directly by production companies themselves. With his 
work Campbell gets the completed film and makes a short distillation of it which will 
entice people to go and see the full-length version. In the process, the editor has a lot 
of control over the way the trailer is put together, and after finishing the first draft he will 
get notes from the directors, producers or distributors and make changes and repeat 
this until they have the best possible version and everyone is satisfied with the trailer. 
His method of editing a trailer usually starts with watching the film as the normal audi-
ence would without taking notes. This way he will get a gut reaction of the film and see 
what might be the strengths and weaknesses. After this Campbell watches the film 
again while marking out selected shots and dialogue that could be useful for the trailer. 
The next phase is selecting the music, which according to Campbell, is the most vital 
thing in the trailer. Lastly he will build the shots, dialogue and sound effects over the 
musical structure. (Campbell 2018) 
The structure of teasers and trailers, has changed a lot in the last decade or so. It has 
become quite usual for film trailers to now start with a short micro teaser. So the first 
few seconds of the trailer are more spectacular and more likely to grab your attention. 
This change has happened as social media marketing has become more common. 
When people are scrolling through their information and marketing filled social media 
feed, it has become harder to get their attention. This is why the teaser in the start of a 
trailer is working as the eye catcher and engaging the viewer to stop for two minutes to 
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watch the whole trailer. Social media, and the use of mobile devices to browse the in-
ternet is one of the reason why trailers have changed so much lately. Up until the late 
nineties most of the trailers had the same type of voice over, and the first words most 
likely were “in a world of” or something similar to establish the setting. Now the voice-
over has often been replaced by text cards, so the information to support the picture is 
given in writing. As people are browsing on their phone while they are on the go, most 
of the time they don’t have the sound on on their phones. Hence the text cards allow 
the viewer to watch the trailer and still be able to follow it without the sound on. Star 
Wars: The Force Awakens was one of the first films in a long time to release a trailer 
that basically didn’t give anything away about the films story. Many of the trailers 
nowadays uses shots of most of the main events of the film, so the viewer basically 
knows the whole story of the film just by watching the trailer. The reason for this type of 
marketing is to make the film look as exciting and intriguing as possible to drive people 
into the cinema. (Plante 2016) Colin Campbell mentioned this in the interview as well, 
how trailers give away too much detail about the films they are promoting. There is an 
understandable reason for distribution companies to do this, to show the more interest-
ing and bombastic moments that occur in the later stages of the film, as they are are 
more likely to encourage more people to buy a ticket. But in his personal opinion it is a 
bad thing as the element of surprise is often so important to a good cinema experience; 
if the audience already knows what is going to happen in a film, that factor is lost. 
(Campbell 2018) 
As editor Colin Campbell mentioned in his interview, trailers go through changes in 
trends very often. In the 80’s it was voiceover, and early 2000’s there was a shift to 
more imaginative marketing and trailers thanks largely to the success of the film The 
Blair With Project and culminating in Cloverfield. Currently rhythmic trailers are strongly 
presented in the industry. In these trailers the action scene’s sounds are cut to match 
the the same tempo as the music, or a rhythm is created out of sound effects within the 
film. In Campbell’s opinion probably the single biggest difference between trailers now 
and trailers ten years ago is, that they are a massive business now. The release of a 
trailer now is almost as big a deal as the release of the film itself, and it is common to 
have three or four separate trailers for the same film in order to build anticipation for 
the release. (Campbell 2018) 
4.5.1. Teaser teaser 
The latest trend in trailers and teasers, is for there to be a teaser for the actual teaser 
itself. So before releasing the teaser for the trailer, the studios release a teaser for the 
teaser. So the first pre-teaser is basically there to tell the audience that the real teaser 
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is about to be published soon, and to get people talking about the film. Marvel Film 
Studios, well known for their superhero films, made a tiny version of the pre-teaser for 
the film Ant-Man. So literally the ant size teaser was just minimised to the centre of the 
screen, so that the viewer couldn’t really see anything that was shown. At the end of 
the teaser was a text saying “Watch the human-sized world teaser premiere January 
6th”. (Kastrenakes 2015) 
4.6. Marketing events 
4.6.1. Film festivals 
 
There is a long list of film festivals where filmmakers can submit their film, but it is 
worth reviewing which ones would be the best fit for the film and which ones the film-
maker might be able to attend themselves. Some festivals also have a submission fee, 
but there are various festivals that you can submit the film for free too. There are many 
advantages in presenting your film at a festival, the obvious one being that the film will 
get a public screening and all the publicity around the festival. With a screening in the 
festival the film will have synopsis of the film on the festival's website and in the 
brochure. There can also be posters of the film put up around the festival area and by 
attending the film market to network with other industry people. Talking to people at film 
festivals is a great way for filmmakers to get new contacts who they might end up work-
ing in the future or just to bounce ideas with. For lower budget films that are not made 
with bigger film studios behind them, film festivals are an excellent place to get distribu-
tors attention. Every year there are distribution representatives from companies like 
Sony and other big distributors seeking new films to buy, especially in the top tier festi-
vals like Sundance, Cannes and Toronto. There are numbers of distribution deals also 
made at other film festivals. Not just the most well known events. Even though winning 
awards is not the reason why the film was made, it can be a really good publicity boost 
for the film, by adding the ‘award winning’ sign on the film poster brings it a nice little 
extra. And last but not least, is the opportunity to engage with the audience and see 
people’s reactions to the film and get the direct feedback from the viewers. (Hooper 
2013) 
4.6.2. Film screenings 
All films don’t necessarily always start by opening in all cinemas, usually it is more like-
ly to be a few cities, a few cinemas and after that the distributor might add more loca-
tions. Studios nowadays can use the internet to find out where people are located who 
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are most likely interested in the film. This way they can have more screenings in these 
areas where people have shown interest in the film and get them to feel more connect-
ed and involved with the film. Horror thriller Paranormal Activity had a successful Face-
book campaign that they made with digital media company Eventful, which is a plat-
form for discovering entertainment and events. The campaign was set up to get people 
who were interested in the film to go and request the film to be screened in their town. 
The original goal for Paramount was to get 1 million requests for the film. This goal was 
reached in no time, and the film that was made for under 15,000 USD, ended up gross-
ing over 150 million USD at the box office. (Warren 2010a) 
Another film that gave the audience a chance to participate on where the film will be 
screened was Hot Tub Time Machine. MGM Studios started a campaign in Eventful, 
where people can sign up to either host their own preview screening or to attend a 
screening someone else is hosting. For the preview screening the host could invite 
nine friends and all of them got a t-shirt, popcorn and soda for free on top of the re-
served seating. This type of marketing is a good way of getting word of mouth around, 
and especially for R-rated (restricted for kids under the age of 17) comedy films word of 
mouth can be an important part of marketing. In many cases the launching of the red 
band trailer, which is basically the dirtier version of the regular green band trailer, will 
start the word of mouth. After the trailer launch for Hot Tub Time Machine Facebook 
and Twitter were flooding with people sharing and talking about the trailer, and in less 
than a day most of the preview screenings had been sold out. (Warren 2010b) 
4.6.3. May the 4th 
Star Wars as a film series has something that probably no other film has, or will ever 
have to the same extent even if they tried. May the fourth has become the global Star 
Wars day. It started as fans of the Star Wars films would get together and watch the 
films or dress up as the characters or share Star Wars related greetings to each other. 
So, originally the holiday wasn’t created by the studio Lucasfilm, and it started as 
earned media, but they do embrace it and still use it as a great marketing event every 
year. The reason behind the exact day May the fourth is, that it rhymes and is a well 
used pun to the line “may the force be with you” from the film. (Why is May the 4th 
called Star Wars Day?) 
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4.7. Viral marketing 
When talking about viral marketing and films that took marketing to the next level, a 
film called The Blair Witch Project is one of the game changers. The low budget inde-
pendent film came out in 1999, back when the internet was still something new and 
unknown for lots of people. The actors were not known before The Blair Witch Project, 
which made their marketing strategy work so well. The Blair Witch Project was one of 
the first films ever to use online marketing, and for them it mainly meant a website ded-
icated to the film. Blairwitch.com was opened before the film premiered in Sundance 
Film Festival, where the film was bought for 1 million USD. The website was built 
around the “found footage” of three young film students who went missing while filming 
a documentary about the Blair Witch. It was made to seem like it was based on real 
events, and visitors on the website could see pictures and video clips that “were found 
from the woods”. The website had over 20 million visitors before the cinema release in 
1999. As part of the marketing strategy, all three of the main actors IMDb profiles were 
listed as “missing, presumed dead”. This was something that no other film had ever 
done before, and it really caught people’s attention, by scaring them and making it an 
unforgettable moment in film history. (Doty 2016) 
4.8. Live marketing stunts 
4.8.1. Carrie remake 
Sony Pictures orchestrated a surprising marketing stunt for their remake of Carrie, a 
classic horror film based on a Stephen King novel. They set up a telekinetic prank with 
stunt actors in a coffee shop in West Village in New York. For the marketing prank they 
built a full set in the coffee shop including a fake wall, remote controlled tables and a 
spring loaded bookshelf. The stunt starts with a man accidentally spilling coffee on a 
girls laptop and she starts to yell at the man. A moment later the girl raises her hand 
and the man flies into the wall. She seems shocked and drops the man back on the 
floor and turns around while tables around her start to slide away from her. Followed by 
this she starts to scream causing books to fly out of the bookshelf and pictures falling 
from the walls. The people sitting closest to the scene were actors, but most of the oth-
er people in the busy coffee shop didn’t have a clue what was going on. The video was 
published on YouTube and it got millions of views within days as people were sharing it 
to friends on social media. (Sutter 2013) 
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4.8.2. Rings 
The third film of the Ring horror franchise, Rings, followed the Carrie remakes foot-
steps and set up a live marketing stunt to promote the film. Both of the stunts were 
made by the same viral marketing agency Thinkmodo. The Rings promotion took place 
in a electronics shop, in the TV corner where they built a fake wall displaying TV 
screens. In the prank one of the TV screens slides up revealing a small space built be-
hind it, where a girl with dark long hair dressed in white dress crawls up while the un-
knowing customers are talking to the salesman. This is replicating the iconic horror 
scene from the first Ring film when a girl, crawls out of the TV screen. When the video 
was shared online, in less than 24 hours the it had already gained 200 million views 
and it was spreading around social media like wildfire. (Nudd 2017) 
4.8.3. Escape room: Murder on the Orient Express 
In December 2017 Finnish Railways orchestrated a one of a kind marketing event for 
the 20th Century Fox film Murder on the Orient Express. Finnish Railways is a partner 
of the films Finnish distributor Nordisk Film, so they decided to promote the film in a 
way that hadn’t been done before. The plan was to arrange a Murder on the Orient Ex-
press inspired escape room, but on a moving train. Finnish Railways partnered up with 
marketing agency TBWA Helsinki and InsideOut Escape Games to create the longest 
escape room in the world. The escape room took place on a train from Helsinki to Ro-
vaniemi, which is about 1,000 km to north, so the game time was 13 hours. The game 
was built into two train carriages, and two teams were formed. Each team was recruit-
ed online and lead by a celebrity captain to solve different types of puzzles. A live 
stream of the game was put online, so people were able to follow how the game was 
progressing. (Natividad 2017) 
4.8.4. The Simpsons Movie 
The Simpsons as a TV series is very well established and most people would know the 
main characters and the general setup. When 20th Century Fox was about to release 
the feature length The Simpsons Movie, they used this as their advantage to make a 
noticeable campaign that stands out. Fox got the convenience store 7-Eleven on board 
for the marketing campaign and changed dozen of their stores into Kwik-E-Marts, the 
convenience store known from the world of the Simpsons. The campaign was running 
for one month and during that time, the 7-Elevens turned into Kwik-E-Marts and most 
of their other locations, were selling fictional brands and products that were brought to 
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real life for the promotion. These products for the reverse product placement included 
Buzz Cola, KrustyO’s cereals and Squishees. For some of the products, like the cere-
als, the manufacturers actually made a new recipe and sold them under the KrustyO’s 
cereal brand. Some products, like 7-Eleven’s own Slurpee was renamed as Squishee 
for the duration of the promotion. With the style of the TV show The Simpsons, which 
makes fun of everyone from any nationality, religion or personal interest, there was a 
risk of people getting offended. In the TV show Kwik-E-Mart is run by a stereotypical 
Indian man with a strong accent, and according to 7-Eleven management, a number of 
their franchisees are as well Indian. In the end it didn’t stir up a conversation about be-
ing racist or stereotypical, as people know the show and knew it was meant just as a 
joke. (7-eleven Becomes Kwik-E-Mart for ‘Simpsons Movie’ Promotion 2007) 
4.9. Virtual reality 
Virtual Reality has grown bigger and bigger in recent years, and it has become more 
accessible for the everyday consumer. Some brands and films have already started to 
use virtual reality in their marketing. Ready Player One, a new Steven Spielberg film, is 
set mostly in a virtual world, so it seemed natural that virtual reality would be present in 
the films marketing campaign as well. This has been so far the most impressive virtual 
reality promotion done for a film. Ready Player One premiered at the South by South-
west film festival, where the marketing team had arranged a virtual reality experience 
that allowed the fans to enter the same artificial world featured in the film. The fans 
could also visit the real life Stacks, a set the marketing team had built to look like the 
dilapidated area where the people live in Ready Player One. In the Stacks built for the 
festival, the fans could walk around in the retro filled world and have a play with some 
of the 80’s arcade games. (Gambrill 2018) 
In addition to the marketing done at South by Southwest film festival, Ready Player 
One partnered with electronic company HTC’s virtual reality headset HTC VIVE to cre-
ate eight virtual reality experiences also based on the film. They had a team of the best 
VR developers to re-create the world seen on screen. These games are accessible for 
everyone and can be played in the VIVE platform, at home or in VR arcades. The eight 
games all have different aspects to them, the player can create their own avatar, join 
the war against the IOI’s from the film, visit the 80’s zero-gravity dance club or play 80’s 
arcade games made into virtual reality. (HTC VIVE and Ready Player One Debut VR 
Experiences at SXSW) 
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4.10. Misleading marketing 
In 2015 Brian Helgeland’s film Legend got four and five star reviews from most of the 
film critics. Amongst these great reviews it had a single two-star review from  Benjamin 
Lee, who is an arts editor for the respected daily newspaper, The Guardian. The mar-
keting team of Legend decided to add some reviews on to the film’s poster, including 
Lee’s two-star review. The poster was simple and just had the two main characters of 
the film standing side by side, and the star ratings strategically placed around them. So 
most of the four and five star ratings are on the top or on the side so all the stars are 
shown, but The Guardian’s review is strategically placed between the two men's heads 
so you can only see two stars, which was all it got from them, but it takes a closer look 
to actually notice that, and even then one might just think the rest of the stars are be-
hind the men’s heads. After seeing the poster for Legend, Benjamin Lee wrote The 
Guardian’s film blog a post titled “How my negative review of Legend was spun into 
movie marketing gold”. In the post he is not angry that his review is on the poster and 
he admits that there is nothing dishonest about them using his rating on the poster; he 
gave it two stars and you can only see two stars. But where Lee is more focusing on is, 
that the movie goers should be critical with film marketing nowadays. (Lee 2015) 
4.11. Learning from the mistakes of others 
4.11.1. A Cure for Wellness 
In 2017 20th Century Fox released the psychological horror film A Cure for Wellness, 
and it’s marketing stirred up a lot conversation. The films marketing team hired people 
to build fake news websites where they published their own created news stories that 
included for example stories about President Donald Trump. Amongst these news were 
stories saying that presidents Trump and Putin had met in secret, and that Trump was 
going to ban certain vaccinations. The fake news stories did what they were supposed 
to, and got people talking about them and through that talking about the film. A Cure for 
Wellness got a lot of publicity through the stunt, though most of it was negatively toned, 
for example one marketing veteran in the film business described the marketing cam-
paign as “monumentally stupid”. (Rainey 2017a) 
 
Even after the studio behind the film, 20th Century Fox, publicly admitted hiring people 
to create the fake news websites including Salt Lake City Guardian and NY Morning 
Post for the marketing campaign, no one came forward and told who actually came up 
with the idea or who was the one responsible for it. In the statement they apologised 
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and explained that “In raising awareness for our films, we do our best to push the 
boundaries of traditional marketing in order to creatively express our message to con-
sumers. In this case, we got it wrong”. They were criticised for misleading consumers, 
in an attempt to boost ticket sales for the film, which they also acknowledged in the 
statement by admitting that the campaign was “inappropriate on every level”. (Rainey 
2017b) 
4.11.2. Film marketing mistaken for terrorist threat 
In the world of today, film marketers need to be careful when and where they say, and 
what they say. 10 years ago, in 2008, film showing in a small Bare Bones film festival in 
Muskogee, Oklahoma ended up causing police and FBI investigation. The films screen-
ing at the festival are independent films made with budgets under million dollars. One 
of these films was a horror film A Beautiful Day which was supposed to premiere in the 
festival. Couple of weeks before the festival a teaser video of A Beautiful Day was up-
loaded in to YouTube. As teasers usually do, it was mysterious and gave very little 
away, it didn’t even mention the films name. The filmmakers intended to release a 
number of short teasers like films Cloverfield and The Blair Witch Project had previous-
ly done. The teaser was titled “Warning, Muskogee, OK”, and it featured images of dark 
forests with a voice over saying “People of Muskogee. Open your eyes. April 25th is a 
day you’ll come to remember”. Unfortunately the 25th April was a prom night in couple 
of schools around the area, so the teaser which also included the words “the end is 
coming” in it, was seen as a possible terrorist threat. When the films producer James 
Bridges saw the comments under the video, he contacted Muskogees police depart-
ment, which was already investigating the “threat” with FBI, to notify them that it was 
only meant for film promotion, and not to scare people. Bridges then deleted the video 
and apologised, but the festival organisers had still decided to pull the film after the in-
cident. (Horror film trailer on Internet causes stir in Muskogee 2008) 
4.12. Partnerships & product placement 
4.12.1. The Martian 
Ridley Scott’s film The Martian had an impressive marketing campaign, which shows 
how film marketing has come a long way from just print advertisements and trailers. 
Fox collaborated with NASA, National Geographic, clothing brand Under Armour and 
GoPro cameras and did different types of campaigns. As Britta Gampper from Fox’s 
marketing team put it “The science aspect of this movie, without it being educational, 
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made science cool again. It put the sci back into sci-fi and served up in such a fun 
way”. The poster for The Martian was simple, but powerful, it just had the lead actor 
Matt Damon’s face in a space helmet and the text “Bring him home”. This was part of a 
bigger Bring him home campaign that Fox used to promote the film. They also released 
prologue videos before the trailer to introduce and humanise the characters, as they 
were getting ready for the Mars mission. These videos got 18 million views in the first 
two days. Around the release of The Martian, an unexpected but lucky coincidence 
happened when NASA discovered water on Mars. Obviously this wasn’t something that 
could’ve been planned but the timing couldn’t have been better, as the news brought 
NASA and Mars on to every newspaper and news feed. Fox was already collaborating 
with NASA in the making and marketing of the film, which was also beneficial for both 
as it helped to secure that the film was as authentic as possible while broadened the 
film’s target audience and got more publicity for NASA as well. When launching the 
second trailer for The Martian, they arranged a panel discussion for the press in the 
NASA Jet Propulsion Laboratory with the director Ridley Scott, actor Matt Damon, 
writer Andy Weir, astronaut Drew Feustel and Dr. Jim Green from NASA. After The 
Martian had its premiere, Fox set up a screening in the International Space Station, 
where the astronauts tweeted about the film. Besides NASA, Fox collaborated with the 
World Space Week and German Aerospace Day, arranging special screenings and ed-
ucational events. During these events many influencers in different fields were tweeting 
about the film, including Alexander Gerst, an astronaut, who might be one of the crew 
members in the future real life Mars mission. Fox also made sure that they would get 
women interested in the film, so they arranged female screening programs with known 
women scientists. Astronaut Tracy Dyson, who was one of the consultants on the film, 
mainly for Jessica Chastain, also attended the Martian’s premiere in Toronto. 
(Tartaglione 2015) 
Under Armour, a casual and sports wear brand, has been seen to advertise in numer-
ous films, through product placement, but in 2015 they took the rarer next step with 
The Martian. Under Armour logo is still seen in the film on Matt Damon’s character's 
clothes as most clothing companies partnering with films would. But the story goes 
deeper, as in the film Under Armour is the Official Training Partner of the Ares Program, 
which is the name of the Mars mission in the film. They had a separate web page intro-
ducing astronaut Mark Watney’s, played by Matt Damon, training routine before the 
mission. As for some of the other films Under Armour has partnered with, the athletic 
gear worn in these videos and in the film were also added to the Under Armour collec-
tion, so fans were able to buy the products. (Sauer 2015) 
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As mentioned previously, The Martian had some impressive partners on the film, one of 
them being Microsoft. Fox and Bing Maps created special features for the fans of the 
film to get closer to the experience by a map following Mark Watney’s journey on Mars. 
The map showed Watney’s footsteps while surviving on Mars, and throughout the jour-
ney there were videos, pictures and text from Watney as well as the search engine’s 
own results about Mars. Bing.com made sure that everyone searching for The Martian 
would find all the relevant information about the film on the top results, so they put the 
trailer, cast members and links to local cinemas to buy the tickets on the top of the first 
page. With Bing Classroom the Mars mission and space travel was also brought closer 
to students to teach them about our solar system. (Use Bing to “track” an astronaut 
across Mars 2015) 
Microsoft started a #HackMars competition, which was targeted to adults, and the aim 
was to design a product, application or whatever people might think that would help 
Matt Damon’s character to either stay alive, handle the isolation or get back home from 
Mars. The competition was for groups of three, and the winning team got 25,000 USD 
and a tour in Microsoft to meet the design team and possibility to experience holo-
graphic technology. The competitors weren’t left just on their own to figure it all out, 
they had a chance to log into Skype and have a chat with professionals in the tech in-
dustry. (Parker 2015) 
4.12.2.  The Hunger Games: Catching Fire 
The first Hunger Games film was a great success, especially amongst the younger 
teenager audience. When it came time to start the marketing campaigns for the sequel 
The Hunger Games: Catching Fire, Lionsgate’s president of worldwide marketing Tim 
Palen had big plans. He wanted to broaden the films target audience and be more cre-
ative when it came to the ways of marketing The Hunger Games. Palen created a luxu-
ry fashion brand Capitol Couture and an online magazine around the world of fashion 
in the area of Panem, introduced in the film, and the different districts in it. Lionsgate 
had some promotional partners like Cover Girl makeup, China Glaze nail polish and a 
fashion online shop Net-a-Porter. They didn’t want to overdo sponsorships and product 
placements, so the partners were carefully selected and made to fit in well with the 
faux fashion brand. Palen shot ads for Capitol Couture’s imaginary products and 
placed the billboards around New York and Los Angeles. For introducing the characters 
in the film Tim Palen saw the opportunity of doing things in his own way and pho-
tographed each of the 11 main characters as a series of Capitol Portrait sitting on a 
chair. Before publishing the actual portraits, Lionsgate shared a teaser picture of an 
empty chair on the fake magazine’s Instagram account. When the time came to publish 
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the real character portraits, they were sent exclusively to certain online platforms like 
MTV, Empire and the Huffington Post and asked to mention Capitol Portraits when 
published. Lionsgate wanted to make a more impressive trailer launch than just regu-
larly upload it to various online platforms, so they had a star of the film Liam 
Hemsworth introduce the trailer in MTV Movie Awards while standing in front of a huge 
flaming mockingjay logo of the film. (Graser 2013) 
Lionsgate and the author of the Hunger Games book saga Suzanne Collins wanted to 
respect the fans of the books and the first film, while widening the target audience and 
making the marketing campaign to stand out more. There had been worries amongst 
the fans that Lionsgate might turn the film too much into a teenage love triangle melo-
drama, so throughout the marketing of the film, it was made sure that the three charac-
ters in question were not together in any of the posters or front pages of publications. 
This way they could also focus on introducing Katniss, played by Jennifer Lawrence, as 
a hero and a strong female character. (Graser 2013) 
Lionsgate partnered up with Microsoft and created an online experience for the Hunger 
Games fans. Thehungergamesexplorer.com was created based on the Hunger Games 
books and films making sure every last detail was animated to perfection. At that time it 
was a breakthrough to build online experience like that using the new World Wide Web 
markup languages HTML5 and CSS3, which made it even more impressive and 
showed a great example for other films how to engage fans using the world they know 
from the films, brought to them in a new interactive way. The Hunger Games Explorer 
wasn’t just a fancy website for a film, but it offered the visitors a possibility to take the 
Capitol Tour where they could roam around the Capitol, pop into the training centre to 
see the Hunger Games competitors training or go to the memorabilia centre to learn 
about the previous hunger games. (Go Inside ‘The Hunger Games Movie With 
Groundbreaking New IE9 Site 2012) 
4.13. Deadpool 
20th Century Fox made sure in 2016 that everyone knew that their new R-rated super-
hero film was about to be released. They had advertisements online and offline, from 
billboards to Tinder. Deadpool is not just like any other superhero, he is rude and filthy 
but funny and unexpected, and this is exactly what 20th Century Fox used in the mar-
keting of the film. The main big billboards didn’t have Deadpool or the actor Ryan 
Reynolds on them, instead they had two emojis, a skull emoji and a poop emoji, fol-
lowed by the letter L. So when read out loud they form the word Deadpool. There was 
a number of promotional pictures for different holidays, including one where the 
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masked superhero is lying on a bear rug in front of a fireplace. Many of the pictures 
used in Deadpool’s marketing were humorous and had sexual innuendos in them. 
There was a special newsletter emailed to the members of the fanclub, Deadpool’s 
Core, in which they got more exclusive material. 20th Century Fox made an impressive 
amount of video advertisements, including teasers, trailers, interviews and other funny 
videos. Deadpool was released in most countries around mid February, so they took 
advantage of the all the holidays at the end of the year and made specific seasons 
greetings for each holiday. For halloween they released a video clip where Deadpool is 
shown in a kids playground recruiting kids dressed as superheroes into his team. For 
Christmas there was an hour long video on YouTube of a burning paper bag that has a 
hand drawn picture of Deadpool and a text ‘Pool log’, and festive Christmas music 
playing on the background. From the social media channels Twitter was well taken care 
of as Ryan Reynolds is an active tweeter himself and during the marketing of the film, it 
wasn’t always clear where does the Deadpool character end and where does Reynolds 
the actor start. He and actor Hugh Jackman who plays Wolverine in the X-Men films 
had an ongoing mockery about each others characters and films on Twitter as a part of 
the marketing campaign. When it comes to other social media channels, Deadpool fol-
lowed the footsteps of Ex Machina, and created a Tinder profile for the superhero. And 
for the rest of the social media and online platforms, 20th Century Fox decided to 
launch their own Deadpool custom emojis. (Grey Ellis 2016) 
5. Conclusions 
5.1. Analysis 
As the world increasingly changes and relies on digital technology,  all industries need 
to try to keep up and stay relevant in their own unique way. For the entertainment in-
dustry, such as films and cinema it is vital that they reach the right audience with their 
marketing. In the past, films were marketed on the sides of busses or billboards and 
with television advertisements that reached more people at once, but targeting the ad-
vertisements more specifically and making sure the marketing reached the right audi-
ence was not as straight forward. Since the turn of the century, and even more in the 
last decade marketing has switched to online, and social media marketing has grown 
rapidly. Sony Pictures, one of the big Hollywood studios, has moved from it’s previous 
10% to 50% of the budget allocated to online marketing. This shows the change and 
the opportunities online marketing offers to film marketers. It is more cost effective with 
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the possibilities of closer targeting and advantages of word of mouth and earned media 
spreading faster and to wide audiences.  
It’s not enough that the film studios and distributors know the target audience and 
make a campaign that appeals to them, they also need to know where to reach that 
specific target group. It is getting more important than ever to know the target audience 
in detail, and to keep up to date with what online platforms they use.  
Some film studios have started to begin the marketing as early as a year before the 
film is released. It gives them more time to introduce the film to a larger target audi-
ence, but might also bring a challenge of keeping the audience engaged. By being 
mysterious in the beginning of the marketing campaign, instead of revealing the whole 
story of the film, the studios can slowly reveal more about the film and keep the audi-
ence on their toes. While the lead in time for the marketing has gotten longer, the re-
lease window between cinemas and when the film is released on home video or video 
on demand has become shorter. Alice in Wonderland and Snowpiercer were great ex-
amples that showcased how films can actually profit more by releasing the film on DVD 
or video on demand sooner. By shortening the release window the studios can benefit 
from the publicity already created around the film and steer the marketing towards the 
video on demand channels. The polar opposite of what the Hollywood studios are do-
ing with the marketing time is Netflix’s Cloverfield Paradox. Netflix launched a video 
during the Super Bowl ad break, which is probably the most expensive way of advertis-
ing, that right after the football game they are releasing this new film that has had ru-
mours circling around it for a long time. Even though the advertisement was not cheap 
for them, it created momentum around the release and sparked interest in the audi-
ence to watch the film immediately so that they are not missing out. 
When it comes to creating a brand and customer loyalty the film industry is seemingly 
making an effort. There are directors who have established their loyal fan groups who 
will most likely go see each new film that they release. This sort of fan groups and reg-
ular cinema goers are important link for the marketing as influencers and for creating 
earned media. Lately the distribution company A24 has created a reputation for them-
selves as the fresh tase making film company that releases quirky independent films. It 
is not an easy task to compete with the big film studios who have been around for gen-
erations, but A24 has managed to win the audiences with their witty and creative social 
media presence and innovative marketing campaigns for the films. Since social media 
and networking has become a daily part of peoples lives, influencers on these plat-
forms have gained more power and the audience are paying attention to the opinions 
of these influencers and are making decisions based on their steer. 
 
!36
About ten years ago, crowdfunding and crowdsourcing got more popular when web-
sites like Indiegogo and Kickstarter were launched. They gave independent film makers 
new opportunities by enabling them to introduce the film project to a wider audience 
around the world and made it easier to raise funds for the film. Films like Iron Sky 2 
and Kung Fury raised hundreds of thousands of dollars through these platforms. Be-
sides the money the films raised, they shared awareness about the film and engaged 
new fans and supporters for the film. Both Iron Sky and Kung Fury also recruited actors 
for the film through these crowdfunding websites, and unlike normal, the actors didn’t 
get paid to be in the film, instead they paid to get to be in the film. For Iron Sky these 
people were just extras in the background so their acting skills did not matter that dras-
tically, and Kung Fury had that cheesy 80’s style where bad acting suited the films ele-
vated tone. For film fans this was  great opportunity to be part of a film production and 
for the filmmakers to keep the fans close and offer them a special experience. When 
the filmmakers get the audience to invest money in the film or to be part of the process 
it keeps the them more engaged and interested in the project.  
As the social media examples show, the right type of message distributed in the right 
channel to the right audience can help the campaign to go viral and this way reach au-
dience outside the original target group. To build a successful campaign marketers can 
use the AIDA concept as the base to make sure the customer journey has been con-
sidered from getting their attention all the way to the action of watching the film. Online 
marketing has made it possible to market films with a lower budget more easily than 
previously. Even if the marketers set up social media accounts and get some followers, 
by updating interesting and engaging posts a couple of times a day, by getting your fol-
lowers to like and share the message will spread to wider audience.  
Social media channels can be used in various ways to market a film and to very differ-
ent audiences. For example it most likely is not the same audience a film marketer will 
reach in Twitter as they would in Snapchat. As social media marketing allows more 
specific targeting, it is more cost effective and offers a fast moving, easy and efficient 
way of promoting films. Some of the social media channels have been built to fit the 
modern lifestyle of always being on the go and browsing on mobile. Twitter has always 
been set up to suit the fast paced information sharing by limiting each post to the max-
imum of 280 characters. Instagram on the other hand is mainly built around sharing 
pictures and Snapchat for short videos. So these channels give the marketers the limits 
and it is up to the marketing team to make the content interesting, mobile friendly and 
engaging enough to catch the users attention. 
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On Twitter, actors often share news themselves about their upcoming films and take 
part in the marketing process this way. In the past the actors would’ve made appear-
ances in talk shows and given interviews for magazines and radio, but with social me-
dia the actors can be more active in the promotion. Deadpool’s extensive marketing 
campaign was topped with Ryan Reynolds’ active tweets related to the film. He kept 
tweeting about the film, gave updates when ever there were news, kept up the conver-
sation with the fans and shared links to the promotional videos of the film. With Twitter 
and Instagram, that are both strongly based around hashtags, it is important for the film 
to have a clear hashtag that is connected to the film. The film Zoolander 2 had various 
actors, models, pop stars and fashion brands sharing pictures related to the film on In-
stagram, and by having the #zoolander attached to the picture, the film got more pub-
licity for wider audience and fans were able to find all pictures related to the film. The 
film Straight Outta Compton is another good example of how social media can help the 
marketing message to spread around outside the films target audience. The meme of 
the films logo was generated over 6 million times and the films geofilter in Snapchat 
was used 9 million times. With these two numbers and all the audience that saw these 
posts, Straight Outta Compton reached such a wide audience with smart social media 
usage. Memes and filters are a great way to share the films marketing materials, as a 
large number of social media users will use a new filter when they see it, not necessari-
ly even realising it is for film promotion. But this way the word spreads and a larger au-
dience will see the filter used and build awareness about the film. 
Pitch Perfect 2’s marketing campaign was strongly focused on Snapchat, which worked 
well as the films target audience and main cast fall into the same category of who use 
Snapchat. The cast were updating the films Snapchat account with behind the scenes 
material which helped engaging the audience and kept them intrigued. The newer addi-
tion for Snapchat, 360, was well suited for creating atmosphere and introducing the 
characters and set up in the film Don’t Breathe. For horror films it is important to con-
vey the atmosphere and suspense which was made possible with the dark video where 
the viewer can see full 360 degrees around them. With the full view the audience can 
get closer to what it actually would feel like to be in the film and stuck in the house with 
the cast fighting for they lives. Once the audience can feel closer to the characters in 
the film and see into their world, it it easier to get them to go to the cinema to go see 
the whole film.   
Facebook on the other hand is more versatile with the ways films can be marketed in, 
basically combining the possibilities of other social media channels in one application. 
It might sound appealing, but it also comes with the challenge of standing out amongst 
all the other information flooding in the users feeds. This is why it is important to know 
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the right target audience and utilise the possibility that in Facebook targeting the audi-
ence by age, sex, other interests or location is relatively simple. On Facebook studios 
and distributors can bring the audience closer and engage in conversation with them, it 
is also easy for the users to share content with each other. 
In today’s world where people are busy and browse the internet and social media most-
ly on their mobile devices, the marketing materials have to be mobile friendly and eye 
catching. Teasers and trailers have adapted to this new way and the changing trends 
are focussing on the mobile viewers more, but unfortunately often giving away too 
much detail about the film. To make the trailers as enticing as possible it has led dis-
tributors to show the most captivating moments of the film to sell more tickets, but at 
the same time it is also taking away the element of surprise of the cinema experience. 
In some cases the more regular cinema goers might even avoid watching trailers for 
new films, as they don’t want to ruin the anticipation. 
YouTube can often be seen just as a supporting part for marketing done in other social 
media channels, as the films trailer is often uploaded into YouTube and then shared via 
a link on Twitter or Facebook. Trailers or teasers can also be shown as paid advertise-
ments on YouTube like The Greatest Showman did with their re-marketing campaign. 
The idea was basically to offer more special content to the users who showed interest 
in the film and viewed the whole trailer, and to show a shorter introduction to those who 
skipped the trailer in the first time. Re-marketing can be used effectively for keeping up 
the interest and preparing the viewer to take the last step of the AIDA model, the action 
of going into the cinema to see the full length film. With online marketing it has become 
easier to track the audience and use re-marketing more effectively based on the audi-
ences previous behaviour. Digitalisation has created new groups of influencers, like 
YouTubers. These video bloggers can easily have thousands or even millions of fol-
lowers, and their reaction videos to trailers can reach a wide range of audience who 
were not in the films original target audience. 
The line is getting blurry when it comes to good taste. When is marketing going too far 
and becoming misleading. Deadpool’s marketing campaign was different and it took 
risks but it suited the tone of the film and was made with tongue firmly in cheek. As 
mentioned previously, word of mouth can be really important for R-rated comedies, so 
with humorous marketing there is a better chance for it to go viral and people to share 
the message with their friends. Depending on the style of the film, the marketing should 
reflect the tone of the film. The film A Cure for Wellness was true to the style of the film 
in their marketing, but the audience didn’t take it too well. Part of the marketing cam-
paign was fake news websites that had been created for the film. When people were 
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reading and sharing the news written in these fake websites, it wasn’t made clear that 
they weren’t real and they were created for film promotion. When the truth came out 
people weren’t happy and didn’t think the campaign was as brilliant as the marketers 
had maybe thought, but on the other hand people were still talking about the campaign 
and the film, so in some ways it can be seen as a successful marketing trick. It is im-
possible to know in advance how each marketing campaign will be perceived. The 
marketing team of the film Legend surely knew what they were getting into when they 
used five star reviews on the film poster and strategically placed one two star review 
between the actors so that it could be seen that rest of the stars were behind the ac-
tors. Legend did get five star reviews from many film critics, and by adding the two star 
review it stirred conversation about the film and people were sharing the news story 
online. This may have been a genius way of pointing out the five star reviews and to 
get more attention to the film.  
  
With online marketing engaging audiences and bringing them closer to the film has be-
come easier. Films like Paranormal Activity and Hot Tub Time Machine used the oppor-
tunity creatively by asking people to request a screening of the film in their home town 
or making it possible for the fans to host a screening themselves. Especially with horror 
and R-rated comedy films, word of mouth is an important way of marketing the film. So 
by giving the opportunity to the audience to be part of the journey where the film is 
showing they will be more likely to invite friends along and share the message with 
their friends and acquaintances.  
The Star Wars franchise is a great example of how the fans have almost become a part 
of the marketing machinery by creating earned media. The fans started to celebrate a 
Star Wars day on May the 4th, which originally started as a clever pun connecting to 
the famous “May the force be with you” line from the films. Lucasfilms, the studio be-
hind the Star Wars films jumped on the great idea and have since used the day to pro-
mote the films every year. Social media channels have played an important role in the 
growth of May the 4th, as the fans can now share Star Wars related greetings and 
memes with each other.  
Viral marketing can still be a mystery to most, and there are many variables that effect 
how an online marketing campaign is perceived. People are still, after almost twenty 
years, talking about The Blair Witch Project’s genius marketing. It was one of the first 
film marketing campaigns to properly use online marketing and the way it spread 
opened marketers eyes to this new field of opportunities. The Blair Witch Project was 
marketed to be based on real events, and all their marketing kept in line with this. All 
the information shared on their website from found footage fin the woods and the ac-
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tors IMDb profiles set as missing, presumed dead was so innovative at the time. It got 
people talking about the film and questioning what really happened and did it really 
happen. Having the audience on their toes and keeping them guessing kept the con-
versation going and people sharing the story with friends. The more recent campaigns 
that have gone viral were the live marketing stunts done for Carrie and Rings. Both 
films orchestrated a stunt in a public place, where they recreated a scene based on the 
film. The stunts were carefully built, filmed and edited for promotion of the film. After 
each stunt video was released online they were an instant hit. People got scared, 
laughed and laughed at other people getting scared, which was the perfect set up for a 
viral video. The idea behind the stunts were so clever and well executed people loved 
them.  
5.2. Validity 
This thesis is based on existing professional literature, news articles, blogs and an in-
terview. The theories and practices introduced in the start of the thesis are mostly 
based on literature, and sources that can be trusted. There might be some differences 
amongst other literature about details like what does the abbreviation AIDA stand for, 
but the core meaning of the concept is still roughly the same. News articles and blogs 
used for the research of the thesis are objective about the topic and for this reason can 
also be seen as valid sources. The interview with Colin Campbell reflects his experi-
ences in working in the film business. The fact that he is from Ireland, and mainly work-
ing with European films could bring a slightly different opinion than what someone 
working in the same position in Hollywood might have. For this topic, there are no strict 
rules or guidebooks how to promote a film, which is why the study was conducted as a 
qualitative empirical study. So the results are based on case films and mirroring the 
theories through them. In total I believe that the thesis is valid, but as online marketing 
and social media are continuously changing, it would be reasonable to expect that the 
information might not be relevant after a decade.  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Appendices 
Appendix 1. Colin Campbell interview questions 
1. Briefly what do you do? 
2. Do you think the trailers now give too much away about the film, and if so, is it a pos-
itive or a negative? 
3. How much do you have power in the making of a trailer? Is there a marketing person 
telling you what to include or what not to have, or is it in your hands? 
4. How do you start creating the trailer? And do you approach it differently depending 
on the genre? 
5. Do you see differences between low budget film trailers and blockbuster trailers? 
6. How do you think trailers have changed in the last 10 years?  
7. How many different cuts for a trailer would you usually do? Including teaser teasers, 
teasers and trailers? 
8. You said that you were asked to cut a completely different trailer for a film for the 
Irish release than what goes to the international release? Why is this and is it common 
that there are different trailers for different countries? 
 
